Analisis positioning Coca-Cola di Surabaya by Sebastian, Lusia
ANAUSIS POSITIONING COCA-COLA 
01 SURABAYA 
T E SIS 
OLEH : 
LUSIA SEBASTIAN 
NIM : 8112401001 . .c·..;e..·;;; i ~31/0b ! 
- --. l . . . . . -~------· ·-·{ 
f'lL 1 I I~ - 1/ h75S : 
M • ""> t • 
' ' i 
-·---- . 
: ';. • l :\ 
.. ----------- .... 
. ~ "· :·; .. ~~~ j , 11 ,., i\ IV\ fV I 
I S:cb 
i c-) 
~-.::. ~--~-L-~ ~ -~-~:=) ___ _ 




ANALISIS POSITIONING COCA-COLA 
1>1 SURA BA YA 
TESIS 
Diajukan kepada 
llnivcrsitas Kat.olik Widya Mandala 
untuk memenuhi persyaratan 
dalam mcnyelcsaikan program !\lllgistcr 
Mana,jemen 
oum 
UJSIA SEUASTI:\N, Sf: 
8112401001 




Tesis Oleh LUSIA SEBASTIAN ini telah diperiksa dan disetujui 
untuk diuji 
Sm·'b'Y'· . .'.bh.' ... 2003 
Pembimbing I 
(Y. . Budi lswanto, Ph. D) 
NIK. 311.76.0059 
Tcsis ini tclah diu.ii dan tlinilai 
olch J>anitia PcnJ!uji patla 
Program Pasc:~sarjana lfnika \Vidya Mandala Su•·abaya 
Pada tanggal 19 bulan Scptemhl'r Th 2003 
·.I cnky Supit, Ak. 
' b 
2. Sckrctaris : Y.l Rulli lswanto, Ph.n 
../ 
3. Anggota : Sl"i Gunawan, DBA 
Tesis oleh Lusia Sebastian, SF ini telah dipert:th;mkan di depnn dewan penguji 
pada tanggal 19 September ~003 
/ Y.B. Budi wanto, Ph.D, i\nggota 
/ 
Sri Gunawan, DB/\, !\nggota 
Mcngctahui 
Prof E. Sadtonn, Ph.D 
ABSTRACT 
The analysis of Coca-Cola positioning in Surabaya is done to know its 
position based on the seven attributes offered. The method f<..1r analysis is 
multidimensional scaling which tries to explain the position of other soft drinks or 
the competitors. 
The data representing the consumer's perception are collected using 
questionnaire which are then analyzed using the SPSS version 9.0 program. The 
result shows that the attributes are perceived to be impos1ant, hence they should 
be maintained to meet the customer's need. 
The perceptual mapping indicates that the result can be used to identity the 
closest competitor of Coca-Cola. 
Keywords : Multidimensional Scaling, Perceptual Mapping, Market Positioning. 
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